$45 million and $40 million in the same year, respectively. Target's sponsorship spending was ranked 22nd compared with many different kinds of companies, while Pepsi spent about $345 million (ranked number 1) and Samsung spent $20 million (IEG, 2012) . Additional examples included the department stores Macy's and Belk, which sponsored the Philadelphia Phillies in Major League Baseball and the Carolina Panthers in the National Football League, respectively (IEG, 2013a) . In South Korea, big retailers such as Lotte and Shinsegae participate in sport sponsorship, as well. For instance, Lotte sponsors the Busan Lotte Giants, a Korean professional baseball team; own a professional women's golf team; and hosted the Lotte KLPGA Open (Cho, 2012) . These examples prove the importance of retailers in the sponsorship industry.
Because companies spend significant sums of money on sponsorship, companies and scholars have investigated how sponsorship affects sponsors' marketing objectives. In summary, scholars concluded that sponsorship activities positively influence marketing goals including brand awareness, brand attitude, brand image, and purchase intention (e.g., Dees, Bennett, & Ferreira, 2010; Lee & Pedersen, 2011; Tanvir & Shahid, 2012) . However, most sponsorship studies have focused on manufacturers and how their sponsorship activities influence their brand equities (i.e., brand awareness, brand attitude, and brand image). Although retailers also spent a large amount of money, no retailer-specific sponsorship research has been proposed. Therefore, the purpose of this study was to suggest a retailer-specific sponsorship model evaluated by the Retail-Perceived Service Quality (R-SERVQUAL) scale.
Literature Review Sponsorship Research
Sport sponsorship is defined as the financial backing from a sponsoring company (i.e., sponsor) to a sport, sport team, or sport player (i.e., sponsee) to create an association among the sponsor, sponsee, and sport fans and to achieve the marketing objectives of the sponsoring company (Lee & Pedersen, 2011) . This sponsorship definition suggests that sponsorship should be considered a marketing communication tools like advertisement and sales promotion, not philanthropic charity. Since sport sponsorship has been considered a marketing communication tool, scholars have questioned what should be measured to evaluate its effects and how sponsorship activities influence marketing objectives.
As we briefly mentioned earlier, many sponsorship studies agreed that sponsorship effects could be measured by some or all elements of brand equity (e.g., Meenaghan & O'Sullivan, 2013; Walliser, 2003) . Keller (1993) described brand equity as a brand knowledge that consisted of brand awareness and brand image. Brand equity was considered important to sponsorship output because it had a strong linkage to sales, the ultimate marketing goal. Based on the purchasing decision process (or product-adoption process), consumers finally decided to buy a product through a few cognitive steps: brand awareness, evaluation, belief/attitude, and purchase intention (Alexandris & Tsiotsou, 2012; Kang, Lee, & Goo, 2012) . As a result, many sponsorship studies concluded that sport fans would buy a particular brand or product if they were aware of the sponsoring brand and if they had a favorable brand attitude toward the sponsoring brand.
In addition, many researchers suggested sponsorship theories regarding how sponsorship activities influenced companies' marketing objectives, such as by increasing brand awareness, enhancing attitudes toward the brand, and purchase intentions. One of those theories was the image-transfer model originally proposed by Meenaghan (2001) . The image-transfer model explained how sport fans had a favorable feeling toward a sponsor and sponsoring brand. First, sport fans had love and passion for their sport teams, in other words, goodwill. Next, sport fans were also aware that sponsors supported their sport teams and that their support made their team more competitive. Therefore, sport fans appreciated the sponsor's effort to support their team and the goodwill toward the team finally transferred to the sponsor. In summary, sport fans' goodwill to their supported sport team transferred to the sponsor. As a result, sport fans formed a more favorable attitude toward the sponsoring brand, and they would purchase the brand later. The image-transfer model has been used in many sponsorship articles (e.g., Carrillat & d'Astous, 2012) to explain sponsorship effects. In this image-transfer model, fans' team identification moderated the sponsorship effects. Team identification (Reysen, Snider, & Branscombe, 2012; Wann & Branscombe, 1993) is defined as one's involvement with a sport team. Therefore, one could be considered an avid sport fan if their team identification was high. Sport fan's team identification was believed to magnify the image-transfer effects and result in greater sponsorship effects (e.g., enhancing brand image). Lee and Pedersen (2010) suggested another sponsorship model that used the mere-exposure theory originally proposed by Zajonc (1968) . Zajonc's mere-exposure theory described the relationship between exposure frequency and attitude. It suggested that people had a positive attitude toward the stimulus (e.g., advertising or brand) if they were exposed to the stimulus frequently over time. Therefore, many research papers used mere exposure to explain how marketing communication activities influenced attitude toward the brands (e.g., Grimes, 2008; Taylor, Franke, & Bang, 2006) . In sport sponsorship circumstances, Lee and Pedersen concluded that sport fans memorized sponsoring brands (i.e., brand awareness) more easily and had a more favorable attitude toward the sponsoring brand when they were more frequently exposed to the brand than if they were less frequently exposed to the brand. Therefore, it was assumed that sponsorship activity (i.e., brand exposure) resulted in an increasing brand awareness and an enhanced attitude toward the brand.
Although brand awareness and brand image (or attitude toward the brand) were the most frequently used indicators to measured sponsorship effects, these could not always be the best measures for all industries, for example, the service industry.
Perceived Service Quality and R-SERVQUAL
Perceived Service Quality (SERVQUAL), a scale proposed by Parasuraman, Zeithaml, and Berry (1985) and Parasuraman, Berry, and Zeithaml (1991) , has been widely accepted in the service industry. The original SERVQUAL consisted of five subdimensions-tangibles, reliability, responsiveness, assurance, and empathy-and it was measured with 22 questions using a 7-point Likert scale. This scale could evaluate any service companies' service quality (e.g., banking, airline, gas station). A high SERVQUAL score meant that the consumers of the company recognized that the service quality of the company was high. Dabholkar, Thorpe, and Rentz (1996) proposed R-SERVQUAL. This was a modification of SERVQUAL to be specific to the retail industry, as well as other service industries. Dabholkar et al. claimed that SERVQUAL did not reflect the uniqueness of the retail industry enough because the retail industry had characteristics of both tangibility (i.e., merchandise) and intangibility (i.e., service). R-SERVQUAL also consisted of five subdimensions: physical aspects, reliability, personal interaction, problem solving, and policy. (a) Physical aspects meant store layout, design, and convenience, while (b) reliability referred to keeping promises and "doing it right." (c) Personal interaction represented employees' confidence and helpfulness, and (d) problem solving related to willingness to help customers with any issues. (e) Policy was about various conditions and rules offering customers a convenient experience. R-SERVQUAL consisted of 28 questions, each of which asked about the level of agreement regarding perceived service-quality-related statements. For example, the first statement was "This store has modern-looking equipment and fixtures." After the respondents read this statement, they marked their agreement from completely agree to completely disagree on a 7-point Likert scale.
SERVQUAL and, especially, R-SERVQUAL were very important for retailers because they directly influenced stores' sales and revenue. For example, Parikh (2006) concluded that R-SERVQUAL affected customer satisfaction and that satisfaction affected customers' intention to revisit the retailer. Other researchers also found a positive relationship among R-SERVQUAL, satisfaction, store loyalty, and revisit intentions (Ladhari, 2009; Raza, Siddiquei, Awan, & Bukhari, 2012; Yu & Ramanathan, 2012) . Therefore, it was expected that customers would be satisfied and would revisit the store if they perceived a high service quality in the retail store. A high R-SERVQUAL score was achieved when a retailer made efforts to provide high-quality service in the store, as well as through various marketing activities (e.g., advertising and other marketing communications) outside the store (Bamert & Wehrli, 2005) . Therefore, sport sponsorship, one of the marketing communication tools, should influence R-SERVQUAL. Based on a literature review, we suggested three research constructs: brand recall, team identification, and R-SERVQUAL.
Research Constructs
Brand Recall. In brand equity, brand awareness consists of brand recognition and brand recall (Keller, 1993) . While brand recognition is the aided awareness of a brand, brand recall was the unaided awareness of the brand. Therefore, brand recall was a stronger memory than brand recognition. Based on the decision-making process, the memory of a brand is the starting point of any purchase decision. In the image-transfer model (Meenaghan, 2001) , sport fans thanked their sponsors because they recognized that the sponsors supported the team. Therefore, brand recall (i.e., ability to correctly retrieve a sponsor's brand) was the first step for image transfer. In other words, sport fans' goodwill for their team transferred to the sponsor when they memorized the sponsor, which resulted in greater R-SERVQUAL among sport fans.
Team Identification. As described, team identification was defined as a sport fan's involvement with sport teams (Reysen et al., 2012) . If someone's team identification was higher than that of others, they were more passionate sport fans than others, and greater image-transfer effects were expected among avid sport fans than among casual fans or nonfans. As a result, it was assumed that avid sport fans perceived better service quality than casual or nonfans.
R-SERVQUAL. R-SERVQUAL is a scale to measure customers' perceived service quality specific to the retail industry. R-SERVQUAL was a dependent variable in this study, and it was assumed to be influenced by the other two variables: brand recall and team identification.
Research Hypotheses
Based on the literature review, we proposed three research hypotheses as follows: 
Method
This research investigated the relationships among three variables: brand recall, team identification, and R-SERVQAL. First, we used a survey to collect the data. As a research setting, we selected the Busan Lotte Giants (hereafter Giants) as a sponsee, Lotte Department Store as a sponsor, and Lotte Giants fans as a study population. The Giants have competed in the Korean professional baseball league, officially called the Korea Baseball Organization (KBO), and they were one of six founding teams when the KBO was first established in 1982. The Giants were located in Busan, the second-largest city in Korea, and won the championship twice, in 1984 and in 1992 (Kim, 2009) . Lotte Department Store (also called Lotte Shopping) was founded in 1979 and is not only the largest department store in Korea but also the largest retail group in Korea (Kim, Ahn, & Yoo, 2012) ). Lotte Department Store has sponsored the Giants as a main sponsor for more than 30 years. The reason we chose the Giants and Lotte Department Store for the research was that this was the only case where a retailer sponsored any KBO team. We used a convenience sampling method, and the research sample was defined as Lotte Credit Card holders who also lived in Busan and the greater Busan area. A total of 10,000 surveys were distributed through the Internet. We received 1,173 responses to the survey (response rate: 11.7%), so the data from 1,173 respondents were analyzed in this research (N = 1,173) . The survey was designed to ask about the research variables (i.e., brand recall, team identification, and R-SERVQAL) and brief demographic questions (age, gender, etc.). To measure brand recall, the question asked respondents to "please write the main sponsor of the Busan Lotte Giants."
It was an open-ended question. For team identification, we used a teamidentification scale (Wann & Branscombe, 1993 ) that consisted of 7 items and a 7-point Likert scale. R-SERVQUAL was measured by 28 questions (Dabholkar et al., 1996) , and each question included a 7-point Likert scale, as well. The data were analyzed by SPSS and AMOS and two-way ANOVA, a confirmatory factor analysis, a reliability test, and other statistical analyses.
Results

Sample Description
The mean age of respondents was 34.40 (M = 34.40, SD = 9.76); the youngest was 18 and the oldest was 75. In terms of gender, there were more female respondents (n = 932, 79.5%) than male respondents (n = 241, 20.5%). Table 1 illustrates descriptive statistics for the research sample.
For research variables, brand recall was coded "succeed" when the respondents correctly replied "Lotte Department Store" for the sponsor. Among 1,173 subjects, 316 people (27.0%) correctly recalled the sponsor. For team identification, the mean was 4.52 (M = 4.52, SD = 1.26) and range was 1.00-7.00. The mean of R-SERVQUAL to Lotte Department Store was measured as 5.17 (M = 5.17, SD = .90), and the range was 1.00-7.00 (see Table 2 ).
Reliability and Validity Tests
First, an exploratory factor analysis was conducted for team identification. With the original scale, seven items converged to one factor that explained 68.47% of the variance. However, two items extracted variance smaller than .5, so those two items were expelled and we recalculated the exploratory factor analysis. With the remaining five items, the explanatory power increased to 80.35%, and the reliability tests revealed a Cronbach`s alpha of .94.
To test the validity of R-SERVQUAL, confirmatory factor analysis was performed based on the hierarchical structure for R-SERVQUAL by Dabholkar et al. (1996) . With the original 28 questions, model-fit indexes (χ 2 = 3,156.01, p < .001, GFI = .816, CFI = .914, RMSEA = .084) and estimates indicated that model fit could be enhanced by deleting two items (Items 27 and 28 under the policy dimension) from the questions. Items 27 and 28 asked the level of agreement regarding the statements: "Lotte Department Store accepts most credit cards" and "Lotte Department Store offers its own credit card." Item 27 and Item 28 had small estimates to the policy dimension. Currently, almost all department stores and other retailers accept most credit cards in Korea, and they also issue their own credit cards. Therefore, it is suspected that department store customers could hardly differentiate the service quality based on credit-card acceptance and their own cards. As a result, Items 27 and 28 in the R-SERVQAUL scales seemed no longer relevant to estimate one's perceived service quality. Model fit was recalculated with 26 items (see Figure 2) . The results showed the better model-fit indexes (χ 2 = 2,472.00, p < .001, GFI = .849, CFI = .930, RMSEA = .080). 
Main Analyses
To test the research hypotheses, two-way ANOVA was conducted. In this analysis, brand recall and team identification were the independent variables and R-SERVQUAL was the dependent variable. The results are summarized in the Tables 3 and 4 . First, the results revealed that brand recall positively influenced R-SERVQUAL (F = 12.58, p < .001). The mean of R-SERVQUAL was 5.33 (SD = .92) out of 7.00 when the research subjects could recall the sponsor, Lotte Department Store, while it was 5.03 (SD = .92) when they could not recall the sponsor, and the mean difference was statistically significant (F = 12.58, p < .001). Therefore, Hypothesis 1 was accepted. Second, a positive relationship between team identification and R-SERVQUAL was also found. The mean score of R-SERVQUAL was higher (M = 5.35, SD = .92) when respondents' team identification was high than when their team identification was low (M = 4.81, SD = .85). This mean difference was also statistically significant (F = 65.88, p < .001). As a result, Hypothesis 2 was accepted.
Finally, the interaction effect was tested (see Figure 3) . The test showed that the interaction effect, the influence of brand recall and team identification on R-SERVQUAL, was statistically insignificant (F = 0.21, p = .64). Therefore, Hypothesis 3 was rejected. The detailed explanation and managerial implications follow. 
Conclusion and Discussion
This research examined the sponsorship effects specialized in retail sponsors using R-SERVQUAL. The first hypothesis explained the relationship between brand recall and R-SERVQUAL. As expected, the result indicated that brand recall positively influences R-SERVQUAL. In other words, sport fans (i.e., customers of retail stores) perceived greater service quality for a sponsoring retailer when they could remember the sponsor than when they could not remember the sponsor. The second hypothesis assumed that team identification positively influenced R-SERVQUAL. As assumed, statistical analysis found a positive relationship between team identification and R-SERVQUAL. This result means that sport fans felt greater service quality for the sponsor when they were avid sport fans than when they were not avid sport fans. Based on the results, a high R-SERVQUAL for Lotte Department Store was expected if customers (i.e., sport fans) identified themselves as passionate Lotte Giants fans or if customers could retrieve Lotte Department Store as the main sponsor of the Lotte Giants. These findings were managerially meaningful, especially for retail sponsors such as Lotte Department Store, Home Depot, and Target, because their sponsorship activities affected one of the very important marketing or corporate goals, namely, customers' perceived service quality (i.e., R-SERVQUAL). As we mentioned earlier, R-SERVQUAL directly and positively influenced customers' satisfaction, and this satisfaction affected revisiting intentions (e.g., Parikh, 2006) . As a result, when customers perceived great R-SERVQUAL of the retailer, there was a high chance that they were satisfied with the retailer and intended to revisit the store eventually. These findings also suggested a couple of managerial implications. First of all, we recommend using R-SERVQUAL to evaluate sponsorship effects for retail sponsors. Again, R-SERVQUAL was a very good leading indicator to predict satisfaction and revisiting intentions. Therefore, sponsors could affirm that they have executed sponsorship campaigns effectively and that they achieved sponsorship/marketing objectives if their R-SERVQUAL was enhanced among their customers (i.e., sport fans) during and after the sponsorship activities.
Second, retail sponsors should actively communicate their sponsorship status to sport fans. In this research, we concluded that sport fans felt a high R-SERVQUAL of the sponsor when they had memorized the sponsor's name. In other words, sponsors should make sure that sport fans know who the main sponsor was. To make sport fans memorize the name of the sponsor, maximizing brand exposure in sponsorship would be very effective according to the mere-exposure studies (e.g., Lee & Pedersen, 2010) .
Third, the results also illustrated that R-SERVQUAL was high among highly identified (i.e., avid) sport fans. Related to that result, two sponsorship strategies could be used: finding avid sport fans and fostering sport fans. When retailers (or any companies) consider sport sponsorship, they should decide on the sport and the team or player. During the evaluation process to decide what sport or team is the best option for the company, they should measure sport fans' team identification. The company should select the sport or team with highly identified sport fans if other conditions were similar. If a retailer already has a sponsorship contract with some sport or sport team, they could deliberate a fostering strategy. Since the company cannot change the sponsoring sport or team, raising sport fans' team identification would promise increased sponsorship effects: R-SERVQAUL. To raise team identification, sponsors could host events at which sport fans could enjoy time with the players on the team, such as a fan meeting and signing event.
In summary, this research used R-SERVQAUL to examine the sponsorship effects specific to retail sponsors. The results indicated that R-SERVQUAL was influenced by brand recall and team identification. In other words, retailer customers (i.e., sport fans) perceived a high R-SERVQUAL when they remembered the sponsor and when they were avid sport fans. Based on the findings, we recommend some managerial strategies: using R-SERVQUAL for sponsorship evaluation, maximizing sponsoring brand exposure, choosing sport or sport teams with avid sport fans, and fostering sport fans. In addition to these suggestions, sponsors and any sponsorship-related stakeholders should remember that sponsorship activities are delivered to sport fans through sport communication (i.e., sport media). Therefore, strategic communication and collaboration with sport media would maximize sponsorship exposure, resulting in maximized sponsorship effects.
